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3.1. Introduction 
 
Knowledge-based economy is the next stage of civilization changes following 
agricultural and industrial economies, and similarly to the situation when ground and 
work were the most important factors of economic growth in the agricultural era, 
and capital in the industrial epoch, knowledge is becoming the most valid asset in 
the information (post-industrial) time (figure 1). Knowledge economy uses 
knowledge as the main driving force of economic growth. In such economy, 
knowledge is effectively acquired, created, transmitted and used for accelerating 
economic development 
101
, and a large part of society does not work physically but 
intellectually. However, knowledge is a specific asset and one must learn methods 
and techniques in order to gain it and use efficiently, as well as manage it and take 
control of its immaterial character. 
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Fgure 3.1. Main assets in different types of society 
Source: own study based on: Neumann S., Flügge B. (1998), The Art of Knowledge 
– Potential aus dem Wissen schöpfen, “Information Management”, No. 1, p. 67. 
                                                 
100 PhD, Faculty of Economic and Legal Sciences, Siedlce University of Natural Sciences and 
Humanities, Poland 
101 Korea as a Knowledge Economy. Evolutionary Process and Lessons Learned. Overview, World 
Bank 2006, pp. 2-3. 
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One can observe that both theorists and practitioners of business try to find 
recipes for efficient management. They are also searching for such a model of an 
enterprise which would work in the new conditions. The most important differences 
between an industrial company and enterprise of the information era (features which 
are challenging for managers) are presented in table 3.1. 
 
Table 3.1. Features of a post-industrial company viewed as managerial challenge 
  
Company Industrial Post-industrial 
Location  physically existing company, 
offices, warehouses 
 virtual – location of a 
company is not important 
 transactions can be made 
electronically 
 
Final products   material products  industrial or service products 
under  ”service label” 
Means 
of production and 
resources 
 natural resources 
 intermediate products 
 energy 
 financial capital 
 knowledge 
  intellectual capital 
 partner relationships 
 trust and reputation 
 
 
Ways of acquiring 
assets 
 on the financial market 
 fusions and takeovers 
 
 acquiring intellectual capital 
(employee recruitment, 
gaining outside knowledge) 
 learning organization 
 creating relations with 
customers and business 
partners 
 
Market  local market 
 
 global market 
 
Source: Kwasek A. (2004), Gospodarka oparta na wiedzy, „Zarządzanie 
Zmianami”, No. 1, p. 17. 
 
Economy in the knowledge era is a challenge for managers and entrepreneurs 
because it departs from the traditional concepts of doing business and makes it 
necessary to change the hierarchy of values and the mentality of employers and 
employees. The main characteristics of the post-industrial era are 
102
: 
1. Knowledge, which should be constantly actualized, becomes the main 
factor of production.  
2. The meaning of traditional branches of industry is decreasing, 
and the meaning of services is growing.  
3. There is a development of international companies and new forms of small 
business appear.  
                                                 
102 Gonciarski W. (1999), Wyzwania XXI wieku. Zarządzanie w gospodarce postindustrialnej, 
„Personel”, No. 3(60) March, pp. 40-42. 
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4. Companies relinquish centralized structures to create lean and flexible 
forms with a network of interdependence.  
5. There are new areas of management such as education, medicine, 
administration and others.  
6. A new idea that profit is the means not the goal of activities becomes 
dominating.   
7. Not only managers but also other employees can use a company‟s capital.  
8. Human capital is becoming a valuable asset in constantly learning 
organizations. 
What is more, nowadays, managers have to cope with numerous paradoxes. 
Some of them are presented in table 3.2. They must respond to often contradictive 
requirements of business and different groups of stakeholders, at the same time 
reconciling short- and long-term objectives.  A main challenge for modern managers 
is matching opposite tendencies such as a company‟s profit and corporate social 
responsibility, that is keeping the balance among three dimensions: economic, social 
and ecological
103
.  
 
Table 3.2. Paradoxes of modern management 
 
GLOBAL ACTIVITIES  
 
 
 
versus 
LOKAL  ADAPTATION 
COMPANY‟S PROFIT 
(value for shareholders and owners) 
SOCIAL RESPONSIBILITY 
(value for other stakeholders) 
SHORT-TERM SUCCESS LONG-TERM RESULTS 
INDEPENDENCE,  
SPECIALIZATION, AUTHONOMY 
INTERDEPENCENCE,  
CONCEPT OF ECOSYSTEM 
MARKET ORIENTATION COMPANY RESOURCES ORIENTATION 
OPENING TO CHANGE STABILIZATION 
STRONG LEADERSHIP POWER DELEGATION 
SHARING KNOWLEDGE  KNOWLEDGE PROTECTION  
 
Source: own study based on: Brillman J. (2002), Nowoczesne koncepcje i metody 
zarządzania, PWN, Warszawa; Paliwoda-Matiolańska A. (2006), Etyczne 
i społeczne wyzwania dla zarządzania współczesnym przedsiębiorstwem, Wyższa 
Szkoła Biznesu, Nowy Sącz, p. 319. 
 
In a knowledge-based economy intellectual capital plays a key role. 
The success of modern organizations depends on the ability of using the resources of 
this specific capital, that is why managing it is believed to be a main tool of future 
management
104
. The effective management of intangible assets of an organization 
becomes a serious challenge for every manager, irrespective of the size or specifics 
of the company. 
 
                                                 
103 Drucker P. (2009), Zarządzanie w XXI wieku – wyzwania, Wyd. MT Biznes Sp. z o.o., Warszawa, 
p. 129. 
104 Skrzypek E. (2005), Kapitał intelektualny oraz możliwości jego wyceny, [in:] Skrzypek E. (ed.), 
Kapitał intelektualny jako szansa na poprawę jakości zarządzania w warunkach globalizacji, Vol. I, 
Wyd. UMCS, Lublin, p. 59. 
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3.2. Challenges of intellectual capital management  
 
Intellectual capital, also known as knowledge capital, consists of ”hidden” 
assets of a company embracing everything which is in employees heads, as well as 
what is left when they retire from the firm
105
. The main components of this capital 
are: 
- human capital, that is the intellectual potential of employees (their 
knowledge, abilities, competence, talent, experience, personal features) 
and the ability of using it determined by motivation; 
- structure capital - consisting of the organization and information 
infrastructure, and systems enabling knowledge transfer and the use human 
capital; 
- relational capital - embracing all relationships with external stakeholders 
as well as reputation being a result of this collaboration.  
 
 
 
Figure 3.2. Stages of intellectual capital management process 
Source: own study based on: Pietruszka-Ortyl A. (2003), Wybrane aspekty 
zarządzania kapitałem intelektualnym, „Problemy Jakości”, No. 7, p.10. 
 
Implementation of the concept of intellectual capital management 
is a challenge for managers because of the specifics of its components, which are 
assets difficult to measure, what on the one hand is a trump card in a competitive 
battle, but on the other hand creates difficulties in the efficient management. 
Intangible assets are different from traditional material and financial ones, making it 
necessary to modify the process of management. The efficient realization of the 
                                                 
105 Sopińska A. (2005), Przewaga konkurencyjna, [in:] Wachowiak P. (ed.), Pomiar kapitału 
intelektualnego przedsiębiorstwa”, SGH w Warszawie, Warszawa, p. 34. 
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intellectual capital management is determined by its specific features such as 
immaterial character, mobility, interdependence, uniqueness, complexity and 
synergy. Enterprises own physical capital but not the whole intellectual capital, as it 
belongs to the company only in the part embracing structural elements. Human 
capital is at the disposal of employees, and relational capital is created by opinions 
of external stakeholders. A vital feature of intellectual capital is its lack of a physical 
body, and that is why it is not present in financial reports, and not many managers 
are aware that their organizations posses it. There is also a problem of intellectual 
capital protection, because legal regulations are not developed well enough to 
safeguard intangible assets. Another challenge for managers is breaking many 
barriers connected with understanding, development and implementation of the 
concept of intellectual capital. Some of them are presented in table 3.3. 
 
Table 3.3. Barriers in the management of intellectual capital 
 
Type of barriers Characteristics 
Mental barier -the attachment of managers to traditional solutions   
-lack of belief in the need and/or possibility of implementation of a system 
of intellectual capital management  
- reluctance to change often seen as a disruption of the existing 
organizational order    
Cultural barier - lack of sharing knowledge culture – fear of  losing the hitherto existing 
position  
- denying the necessity of implementing innovative solutions 
and strenghtening the flexibility of action   
-not appreciating the importance of creating relations with external 
stakeholders of the company  
Competence barier -lack of knowledge among  managers regarding new concepts 
of management 
-lack of competence in using new instruments to measure the efficiency of 
intellectual capital management  
- various concepts of intellectual capital making difficult to popularize the 
idea 
- lack of standard instruments of intellectual capital management 
Organizational barier -lack of developed information systems necessary for the efficient transfer 
of knowledge in an organization  
-loss of valuable knowledge due to a high turnover of employees  
Financial barrier -aiming at maximal profit at the cost of limiting investment in intangible 
assets  
-high cost of the  implementation of intellectual capital management  
 
Source: own study. 
  
 The next challenge to be a requisite of creating positive relations 
with stakeholders is reporting about factors building value of an enterprise. Reports 
concerning intellectual capital: 
- strengthen the organization‟s reputation,   
- lower investment risk,  
- facilitate gaining capital, 
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- explain the difference between market and book value of the enterprise 
in trading transactions. 
However, in the case of intellectual capital, reporting is difficult. Lack 
of unified reporting standards enabling presentation of the state of intangible assets 
results from the fact that information needs of various groups of stakeholders are 
different. The recipients of this information are members of the organization 
(managers, employees) as well as external stakeholders (suppliers, investors, 
customers, analysts, local community, etc.). The character of information fulfilling 
the needs of those recipients is different 
106
. Another difficulty in elaborating unified 
scheme of reporting results from the fact of limited access to information concerning 
particular elements of intellectual capital. It is also almost impossible to express the 
state of them using quantitative indicators which are most required by stakeholders. 
What is more, the uniqueness of intellectual capital of various subjects may become 
a counter argument to make reports fitting in unified frames. In this context it is 
doubtful whether one model of reporting enables:  
- responding to the needs of different groups of stakeholders,  
- picturing the uniqueness of intellectual capital of various organizations.  
The above mentioned factors result in the situation that, because of lack 
of regulations regarding the state of intangible assets, the presented reports are very 
different or companies refrain from reporting at all. 
Talking about difficulties in the implementation of a system of wider 
reporting it is worth pointing at potential dangers which can appear. The most 
important are
107
: 
- limited credibility of information based on estimates and forecasts, 
- the risk of losing competitive advantage connected with the disclosure 
of confidential strategic information,  
- cost of acquiring, preparing, authenticating and publishing information 
concerning the generators of value in the situation when the information 
system is adjusted to traditional accountancy. 
However, it is necessary to underline that even though the information value 
of the reports about intellectual capital is limited, it is still greater than the value of 
traditional financial reports concerning only physical assets. Even only the fact of 
publishing wider reports can create deeper trust of stakeholders and generate added 
value. That is why it is worth assuming this challenge.  
 Analyzing difficulties appearing in different stages of the process 
of intellectual capital management one can conclude that it is a real managerial 
challenge which is necessary to cope with to obtain the growth of a company value 
in the knowledge-based economy. In spite of difficulties managers have to make the 
effort to effectively manage intangible assets, because otherwise those assets will 
become the source of cost. Especially difficult is managing human capital which the 
enterprise does not own.  
 
                                                 
106 Mierzejewska B., Kapitał intelektualny – jak o nim mówić interesariuszom? www.e-mentor.pl 
(13.11.2012). 
107 Compare: Panfil M., Szablewski A. (2009), Metody wyceny spółki - perspektywa klienta i inwestora, 
Poltext, Warszawa, p. 641. 
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3.3. Generation Y management as a challenge for managers  
 
Most authors agree that the key component of intellectual capital is 
human capital which consists of the potential of  members of the organization 
having their physical, mental, intellectual and moral features, being shaped 
by talent, predispositions, motivation, health and vital energy enabling the 
functioning and development of individuals
108
. Human capital means the 
potential existing in employees whose characteristic is specific and different 
from other forms of capital. These features are
109
: 
- uniqueness, 
- difficulty in copying, 
- inherited ability to generate value, 
- development over a long period of time, 
- sensitivity to improper treatment, 
- moral and biological depreciation. 
The risk of depreciation of human capital is a challenge in a process of its 
managing. Its moral wear results from fast technological development causing the 
de-actualization of employees knowledge and the growth of needs for new 
competences. Biological depreciation is a natural stage of aging process or fate 
incidents (e.g. accidents) 
110
. In both cases it is necessary to fill gaps in human 
capital through investment in its development or acquiring it from external sources. 
Another characteristic of human capital is the fact that it is an integral part of 
a human being, from whom it cannot be separated. It also cannot change ownership. 
That is why the owners of this capital are employees, not the organization, which 
can only use it under certain conditions. Durable connection of human capital with 
an organization becomes a vital challenge. 
Perceiving employees through their potential as a capital enabling to generate 
profit is the most important challenge and at the same time the main barrier to 
implementing this concept in every day management practice. Existing stereotypes 
of thinking about people and treating employees as a cheap labour force, which is 
readily replaceable or is one of mobile assets of a company, are not easy to 
overcome. The concept of diversity management can help break this barrier. It 
underlines the meaning of understanding differences among people in an 
organization and deliberate development of strategies, policies and programmes, 
which create an atmosphere of respect and usage of diversity to realize the goals of 
the company. The main objective of diversity management is creating such a work 
environment in which each person feels respected and recognized, and thanks to that 
he/she can fully use his/her intellectual potential, which fosters the company‟s 
                                                 
108 Pietruszka-Ortyl A. (2004), Wyzwania wartościowania kapitału intelektualnego organizacji, 
[in:] Skrzypek E.  (ed.), Uwarunkowania sukcesu przedsiębiorstw w gospodarce opartej na wiedzy, vol. 
I, Wyd. UMCS, Lublin, p. 216. 
109 Juchnowicz M. (2007), Elastyczne zarządzanie kapitałem ludzkim w organizacji wiedzy, Difin, 
Warszawa, p.16. 
110 Domański S. R. (1993), Kapitał ludzki i wzrost gospodarczy, Wyd. Spis, Warszawa, p. 23. 
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success
111
. The core of diversity management is consciously acquiring and using 
various – often unique – knowledge, experience and competence of employees, 
accepting their diversity and efficiently harmonizing individual needs and 
expectations of employees with the realization of common organizational goals. 
Diversification of employees can be seen as a valuable asset – value creating capital 
and being a potential source of building competitive advantage. However, it needs 
a fundamental change of thinking among many managers and adopting an attitude 
characterized by openness and trust to people, understanding, acceptance and respect 
for individuals whose needs and expectations vary. They should be seen in 
categories of precious values which can be managed. In practice it also means the 
openness of the organization to new employees and consciously acquiring diverse, 
unique competences, which can be brought by new members of personnel. It needs 
the rejection of thinking about employees as only tools to gain financial advantage 
for owners, managers and shareholders.   
Managing diversity becomes a great challenge because, today, managers have 
to deal with three generations of employees: baby boomers – employees aged 45-65, 
who “work to survive”, generation X – employees aged 30-45, who “live to work” 
and generation Y – aged 20-30, who “work to live”112. Each of these groups differs 
with a system of values, attitude to work and the hierarchy of needs. Each of them 
needs to be managed in a different way. Especially difficult challenge is managing 
young employees known as generation Y.   
Generation Y consists of people who were brought up on modern technology. 
They do not know the world without Internet, e-mails and mobile telephones. They 
do not use libraries, do not like hand writing, but serf in the net very fast
113
. This 
group of young people know media news and high technology; they are educated 
and have high expectations from employers. A challenge in managing generation Y 
are the specific features and expectations of this group of employees (table 4), 
particularly a low discipline of work, aversion to traditional solutions and lack of 
respect for superiors. This generation has a different approach to work and 
collaboration, and understands the freedom of choice of their place and time of work 
in a new way. Their attitude is often defined as very demanding. They expect quick 
promotion and the opportunity of taking decisions, even though they are not always 
prepared for accompanying that responsibility. Generation‟s Y attitude to work is 
expressed in concentration on themselves and their private life, so they criticize nine 
to five duty and traditional forms of work. It can be a serious challenge especially 
taking into consideration conservative mentality of many managers belonging 
to generation X. However, many features of generation Y can be useful for modern 
employers, for example multi tasks orientation, fast learning or openness to change. 
Using this potential is a challenge which requires new forms of communication, 
argumentation and motivation.   
 
                                                 
111 Walczak W. (2011), Zarządzanie różnorodnością jako podstawa budowania potencjału kapitału 
ludzkiego organizacji, „e-mentor”, No. 3(40). 
112 Szewko W., Pokolenie Y, Gazeta Finansowa, http://m.onet.pl/biznes/prasa,k37ck (27.04.2012).  
113 http://natemat.pl/6547,nadchodzi-generacja-y-mlodzi-zdolni-i-nielojalni-pracodawcy-w-strachu-bo-
nie-sa-gotowi-na-ich-przyjecie (25.01.2014). 
51 
 
Table 3.4. Characteristic of generation Y 
 
Features Expectations 
- the sense of their own high value 
- low level of loyalty 
- searching for challenges  
- aversion to routine and stagnation 
- looking for diversity  
- rejecting authority  
- ethos of individualism 
- fast learning  
- multi tasks orientation   
- ambition 
- entrepreneurship  
- lack of the sense of responsibility  
- aversion to all types of regulations  
- thinking outside established patterns 
 - willingness to share knowledge  
- opening to change 
- impatience  
- inclination to posses everything immediately  
- mobility 
- inclination to risk 
- treating work  rather as a place for learning 
and developing one‟s competence, and not 
as a source of livelihood 
- high financial expectations as well as 
searching for opportunities of development, 
whose achieving is connected with recognition, 
prestige and the sense that executed tasks are 
important 
- preferring flexible forms of employment   
- expecting freedom of action and balance 
between work and home life  
- the need for constant feedback   
- the need to influence the company‟s shape  
- clearly defined career path  
- possibility of creating new ideas and 
implementing change 
- transparent system of wages 
- respect  
- frequent and objective assessment of work 
 
Source: own study based on: Glogier-Osiński R. (2010), Młodzi pracownicy są jak 
ich starsi koledzy, „Personel PLUS”, No. 12(37), p. 39; Fazlagić J.A. (2008), 
Charakterystyka pokolenia Y, www.e-mentor, No. 3 (25); Kosa U., Strzelec D. , 
Zarządzanie pracownikami pokolenia Y, http://www.bankier.pl, (7.12.2013); 
Brzezińska E., Paszkowaska-Rogacz A. (2009), Człowiek w firmie. Bez obaw 
i z ochotą, Difin, Warszawa, pp. 243-245; Iwańczuk R., Zabielski M., Motywowanie 
i wynagradzanie pokolenia Y, http://www.slideshare.net, (27.11.2013). 
 
Managers may not try to respond to the expectations of generation Y, but it 
means that they lose the chance to use its potential. Better approach is using the 
methods of work of the generation, which nowadays can help to reach success 
114
. 
 
3.4. Challenges of managing knowledge employees 
 
As the result of changes occurring in the environment of organizations a new 
group of employees has appeared – called knowledge employees. This can be seen 
as a response to requirements of the knowledge-based economy. Employers need 
creators, explorers, new administration officers and other specialists who can, in a 
professional way, use intellectual capital, being created and acquired for their 
organizations
115
. That is why knowledge employees are a constantly growing group 
safeguarding a new quality which is precious for a company. However, enterprises 
usually do not know how to manage them to keep them, fully use their potential and 
                                                 
114 Tapscott D. (2010), Cyfrowa dorosłość. Jak pokolenie sieci zmienia nasz świat, Warszawa, p. 262. 
115 Morawski M. (2005), Zarządzanie wiedzą w perspektywie personalnej, [in:] Perechuda K. (ed.), 
Zarządzanie wiedzą w przedsiębiorstwie, PWN, Warszawa, p. 205. 
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stimulate their development being satisfactory for both parties. Meanwhile, the 
productivity of those employees can be a decisive factor of the company‟s success 
116
. 
`The problem of the effective knowledge employees management 
is important, because in the future their number will be increasing, implicating 
a new attitude to human resource management. Challenges connected with this 
professional group focus on two aspects (table 3.5.): solving problems regarding 
a specific character of their work and using their potential.  
 
Table 3.5. Knowledge employees – problems and advantages 
 
Potential problems Potential advantages 
Difficult to acquire 
Difficult to keep 
Difficult to measure the effects of work 
Difficult to motivate 
Conflicts with superiors 
Aversion to sharing knowledge 
Innovativeness 
Creating new knowledge 
Specialistic knowledge 
Independence 
Responsibility 
Involvement (passion) 
 
Source: Łysik K. (2011), Zarządzanie pracownikami wiedzy, „Kwartalnik nauk o 
przedsiębiorstwie”, No. 3, p. 59. 
 
Knowledge employees earn their money through thinking. Their tool of work 
is their mind and they make intellectual, not physical, effort
117
. This is a very mobile 
part of human capital, and that is why their durable connection with an organization, 
strengthening their loyalty and limiting turnover are very important. A high level of 
knowledge employees mobility results from their professionalism based on 
individual competence, perfection in all actions and intellectual activity. The time 
and place of their work are not so important, because a knowledge employee, using 
modern means of communication, can work everywhere. This is the organization 
which is more interested in his/her knowledge resources and experience than the 
employee, who does not need any concrete institution to develop his/her career
118
. In 
this situation encouraging these employees to be loyal and involved in the goals of 
the organization becomes a big challenge. This requires taking into account their 
high expectations such as 
119
: 
- honesty and ethical behaviour based on respecting their dignity; 
- seeing them as partners;  
- appreciating their input into the organization‟s success, and giving 
adequate remuneration;  
- supporting their personal development;  
                                                 
116 Drucker P.F. (2002), They're Not Employees, They're People, “Harvard Business Review”, 
February, p. 76. 
117 Davenport T.H. (2007), Zarządzanie pracownikami wiedzy, Wolters Kluwer, Kraków, pp. 17-27. 
118 Perechuda K., Morawski M. (2005), Zarządzanie wiedzą w przedsiębiorstwie, PWN, Warszawa, pp. 
204-207. 
119 Coff R.W. (1997), Human Assets and Management Dilemmas: Coping with Hazards on the Road 
to Resource-Based Theory, “Academy of Management Review”, No. 22, 2, p. 377. 
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- helping to balance their work and home lives.  
Another difficulty in managing knowledge workers is their appraisal, because 
it is not easy to measure the effects of their work, which are mainly of a qualitative 
character. Their time of work cannot be, in this case, the indicator of efficiency, and 
the increase of intellectual expenditure often is not transferred into a proportional 
growth of effects. Besides, work based on knowledge does not always bring results 
which can be compared with a standard model
120
. 
One should remember that intellectual capital is created as the result 
of reciprocal interactions of various immaterial elements, and not only a change in 
the structure of human capital is challenging for modern managers. Also others 
assets constituting this capital bring potential opportunities and threats for business. 
One of them, which is especially valid because of its complex character, is 
reputation.  
 
3.5. Challenges of reputation management 
 
Reputation is a meaningful element of relational capital. From the point 
of view of an organization it is an invisible asset helping the company to have 
an outstanding position on the market and gain competitive advantage. Managers 
know how important reputation is for acquiring a valuable human capital. Results of 
one survey show that almost half of the potential candidates would not agree to work 
for a firm having a bad reputation
121
. Better emotional comfort, sense of pride and 
work satisfaction in a company with a good reputation are transferred into the 
increase in work productivity. Also customers buy products of renowned firms more 
eagerly, and investors willingly locate there their capital. Enterprises with good 
reputations have a better chance both attracting capital and entering new markets. 
Negotiation power depends on the assessment of reputation as well, and some 
advantage of having a good image is also the ease of introducing new products to 
the market. Strong reputation is seen as a type of “quality warrant”. It also allows to 
decrease costs, because banks or suppliers are ready to lower prices for reliable 
recipients who safeguard their stabilization, and – through the sheer fact of 
collaborating – are supporting their own good image. Reputation influences stability 
and decreases risk. During an economic recession companies with the best 
reputation, having loyal customers, suffer the least because of the change in 
demand
122
. This means that they are more resistant to crisis. Good reputation, thanks 
to “halo effect”, can limit the negative effects of different mistakes and get better 
financial results. Thanks to higher income and lower costs, enterprises with good 
reputation generate higher profit, so reputation is portrayed as an important element 
                                                 
120 Maślanka D. (2012), Zarządzanie pracownikami wiedzy - wyzwanie dla współczesnych organizacji, 
„e-mentor”, No. 1(43). (14.01.2014) 
121 Survey “Kandydat 2012” was ordered by Pracuj.pl for Instytut MillwardBrown SMG/KRC, 
and realized from 3rd September to 1st October 2012 on a group of 11 050 specialists, having 
a minimum 2-year work experience, holding a manager or higher post, aged 26-60. Wizerunek 
pracodawczy w cenie http://www.egospodarka.pl/91061,Wizerunek-pracodawcy-w-cenie,1,39,1.html 
122 CSR a wizerunek, http://www.bcc.org.pl/serwis/csr1_csr.php (29.12.2013) 
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of intangible assets influencing value of the company
123
. In spite of all those 
advantages, reputation management is still a big challenge for managers, especially 
that it is very easy to lose reputation.   
Contrary to some opinions, reputation management does not only consist of 
the effective communication. To ensure long-term advantages, reputation must be 
based on concrete actions which need financial and organizational expenditure. 
There are three dimensions of reputation: functional – whose core is the realization 
of long-term goals of the organization; social – focused on ethical values; and 
emotional – concentrating on ways of differentiation from competitors. Reputation 
is a type of psychological bond and is based on a lot more than the quality of 
products, marketing activities and a superficial image of the firm. Goals of 
reputation management are
124
: 
- creating the identity of the organization,  
- shaping a positive image of the company, 
- raising the level of acceptance and trust among stakeholders,  
- gaining a positive assessment in mass media.   
The risk of losing good reputation appears when a company: 
- does not keep promises given stakeholders,  
- neglects their needs,  
- breaks ethical principles (e.g. is not honest towards employees 
and business partners),  
- harms the natural environment. 
Building reputation requires complying with ethical principles. 
The development of information and communication technology generates new 
threats concerning unethical behaviour. One should pay special attention to:  
- truthfulness of information,   
- ways of collecting, storing and giving access to information,  
- the problem of author‟s rights protection.   
A challenge for managers in the process of managing reputation also means 
responding to the requirements of modern organizational structures. Enterprises, 
adjusting their structures to the new needs of the market, have elaborated new ways 
of action based on information networks and partner relationships (virtual and 
network organizations). The relations among them must be built on reliability, 
responsibility and partnership. The creation of a cooperation culture whose 
fundament is trust and knowledge sharing becomes a new challenge. Cooperation in 
the net consists in sharing and this requires ethics and honesty. There is also a 
problem of transparent activities and data protection. Data is exposed and more and 
more people and organizations have access to it because enterprises are getting 
bigger and their boundaries become vague
125
.  
The reputation of a company may be its most important trump card. 
Credibility and respect are being built gradually and over a long period of time, but 
                                                 
123 Majchrzak K. (2011), Zarządzanie reputacją w przedsiębiorstwach sektora naftowego, Oficyna 
Wydawnicza SGH, Warszawa 2011, pp.12 et seqq. 
124 Andrzejczyk A., Zarządzanie reputacją w branży finansowej, http://www.proto.pl (24.01.2014). 
125 Argadona A. (2002), Ethical Challenges of the New Economy: An Agenda of Issue, “Research Paper 
IESE”, No. 463, pp. 15–16. 
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one can lose them very quickly. Every unforeseen situation, dependent 
or independent on the organization, may result in the loss of reputation. That is why 
managing this asset is not only a key competence, but also a core challenge for 
modern managers.   
 
3.6. CSR as a challenge for modern business 
 
Relational capital consists not only of reputation. It means relations 
with various groups of stakeholders influencing an organization and being under its 
influence. To envisage increasing expectations of stakeholders, especially 
employees, investors and society at large, it is impossible to build long-term 
relationships without practicing and implementing the idea of corporate social 
responsibility. Responsible business is a wide concept embracing many problems 
from relationships with employees, customers and suppliers, transparency, 
involvement in the development of local community, environmental protection, to 
general ethical standards. Today, society assesses enterprises not only for economic 
effects, but also taking into consideration the way companies manage business and 
affect the environment. Investors, more and more often pay attention to both: 
financial results and general practice concerning stakeholders and the environment, 
believing that keeping good relationships with stakeholders safeguards stable and 
long-term growth of the company‟s value.    
In Poland the idea of CSR is not well established, and that is why a good 
practice of voluntarily doing socially responsible business towards all stakeholders 
in not common. Many companies do not publish any information on this subject. 
However, considering the world trend of involvement in social responsibility, not 
only Polish managers but also the whole society face a great challenge of following 
this trend. To cope with it, one must take steps to promote ethical principles and the 
rules of environmental protection in business. It is important to strengthen the sense 
of responsibility for stakeholders and to convince people that they can and should  
put pressure on the other participants of the market, especially on enterprises, to take 
responsibility for their activities. Challenges connected with the implementation of 
the CSR concept are presented in table 3.5.  
They can be supplemented by others such as
126
:  
- change in the mentality of managers; 
- adding social responsibility to the processes of assessment and recruitment 
of managers;   
- creating the suppliers chain in the way that everybody must act socially 
responsibly;   
- social responsibility employee training;  
- CSR efficiency measurement;   
- clear and profound information for stakeholders about social 
and environmental problems.  
                                                 
126 Fijałkowska J., Sobczyk M., Sprawozdawczość działań w ramach społecznej odpowiedzialności 
wyzwaniem dla polskich przedsiębiorstw, pp. 148-149. http://zif.wzr.pl/pim/2012_1_3_12.pdf 
(22.01.2014). 
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Table 3.5. Challenges connected with the implementation of the CSR concept 
 
Group of stakeholders Challenges 
Customers -caring for health and safety of customers and their honest 
treatment;  
-respect for human dignity in marketing activities and advertisements.  
Employees -creating work conditions where the health and dignity 
of employees are respected;   
-avoiding discrimination and having an  active policy on equal 
opportunities.   
Owners and investors -reliable management to ensure honest profit from investment;  
-sharing with owners and investors important information;   
- protecting and developing assets.  
Suppliers -developing long-term relations with suppliers;   
-sharing information with suppliers and getting them involved in 
the planning process;   
-prompt payment according to the conditions of the agreement;   
-preferring suppliers who respect principles of human dignity. 
Competitors - promoting competitive behaviour which brings advantages for 
society and the environment;  
- avoiding dishonest advantages and privileges;   
-  respecting ownership and intellectual rights;  
- acquiring economic information in an  honest way. 
Local community -  respecting human rights;  
- collaborating with organizations supporting health, education 
and safety;  
-  supporting sustainable development;  
-  supporting peace, integrity of local cultures, diversity 
and social inclusion. 
 
Source: own study based on: Rok B. (2004), Odpowiedzialny biznes 
w nieodpowiedzialnym świecie, Akademia Rozwoju Filantropii w Polsce, Forum 
Odpowiedzialnego Biznesu, Warszawa, pp. 14-15. 
 
3.7. Pricing intellectual capital as a managerial challenge 
 
It is not possible to manage intellectual capital efficiently without measuring 
its value. Pricing this capital is an important stage of management, however, because 
of its complexity and interdependence of elements, as well as its immaterial 
character this process is very difficult. So far any universal approach to the problem 
and measurement system have not been elaborated. And managers face a dilemma, 
which model they should choose to precisely assess the value of invisible assets of 
the enterprise. The classification of measurement methods is presented in table 3.6.  
Generally the methods can be divided into two groups: financial 
and qualitative. The core of financial methods is the possibility of expressing 
the value of intellectual capital in monetary units, and qualitative methods allow to 
characterize the elements of this capital which enables to identify these intangible 
assets, which play a key role in generating added value. Each of those groups has its 
advantages and disadvantages (table 3.7).  
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Table 6. Classification of methods for measuring intellectual capital 
 
Groups of methods Examples of methods 
 
 
 
Financial 
methods 
Methods based on market 
capitalization 
 Tobin q indicator 
 market-to-book value (MV/BV) 
Methods of the immediate 
measurement of intellectual capital 
 cost method 
 market method 
 income method  
 method based on real options 
Methods based on return on assets 
(ROA) 
 Economic Value Added (EVA) 
 Knowledge Capital Earnings (KCE) 
 Value Added Intellectual Coefficient 
(VAIC) 
 Calculated Intangible Value (CIV)  
 
Qualitative 
methods Scorecard methods 
 Skandia navigator 
 IC-Rating 
 Balanced scorecard 
 Intangible asset monitor 
 
Source: own study based on: Ujwary-Gil A. (2009), Kapitał intelektualny a wartość 
rynkowa przedsiębiorstwa, C.H. Beck, Warszawa, p. 56. 
 
Using quantitative methods one can define the value of intellectual capital in 
measurable units. However, variables used in mathematic systems are influenced by 
various factors which do not directly depend on intangible assets, for example 
fluctuation of stock exchange rate. Besides, to use mathematics one has to estimate 
and forecast certain variables such as return rate, period of economic usability or 
coefficient of functional, technological and economic de-actualization
127
. In this way 
the counted value is only of estimated character, and changes in it do not always 
mirror the decrease or increase of intellectual capital. What is more, such values are 
always relative and can change depending on the way and place of using particular 
intellectual assets. The example can be knowledge whose value is different in 
different organizations, as it is determined by the specific features of the company 
which will use it. Banks need different knowledge than schools etc.  
It is not possible to describe all elements of intellectual capital in monetary 
units, as for instance the value of employees competence or organizational culture In 
spite of these difficulties, the advantage of intellectual capital evaluation is the 
improvement in reliability of informing various groups of stakeholders (internal and 
external) about a real asset and financial situation of the enterprise. This would not 
be possible without describing intellectual assets, and in this case qualitative 
methods are especially useful. They have a complementary character in relation to 
qualitative methods.  
 
                                                 
127 More about qualitative methods in: Kasiewicz S., Rogowski W., Kicińska M. (2003), Kapitał 
intelektualny: spojrzenie z perspektywy interesariuszy, Oficyna Ekonomiczna, Kraków; Urbanek G. 
(2008), Wycena aktywów niematerialnych przedsiębiorstwa, PWE, Warszawa. 
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Table 3.7. Advantages and disadvantages of financial and qualitative approaches in 
the process of pricing intellectual capital  
   
 Financial approach Qualitative approach 
Advantages  - Comparison in time 
and with competitors 
- Assessment of return rate 
- Usability in the process of 
fusions and takeovers 
- Limitation of traditional risk 
- Little labour-consumption 
- Easy access to data 
- Useful in non- profit organizations  
- Enables a wide picture 
of an organization 
- Limiting information asymmetry 
Disadvantages  - It is impossible to measure in a 
quantitative way all elements of 
intellectual capital 
- Difficulties in using for non-
profit organizations 
- Influence of external factors 
- Low accuracy of results 
- Basing on historic data 
- Subiective choice of indicators 
-  Lack of universal points 
of reference 
- Big number of indicators  
- Difficulty in comparing  
 
 
Source: own study based on: Kasiewicz S., Rogowski W., Kicińska M. (2003), 
Kapitał intelektualny: spojrzenie z perspektywy interesariuszy, Oficyna 
Ekonomiczna, Kraków; Urbanek G. (2008), Wycena aktywów niematerialnych 
przedsiębiorstwa, PWE, Warszawa. 
 
Their main advantage is the possibility of presentation of a wider view 
on a company‟s assets. Qualitative models can be successfully used in non 
commercial organizations and different institutions. However, individual approach, 
which is typical for these methods, makes it difficult to compare the results of 
evaluation among different organizations. Besides, complex diagnosis requires using 
many indicators, which is time and work consuming. Those indicators are also not 
standardized, and that is why it is difficult to assess, whether the attained level is 
optimal or not. However, one can compare the indicators in time and analyze 
tendencies before making decisions concerning the directions of intellectual capital 
management. The disadvantage of qualitative models is a subjective choice of 
indicators, though, on the other hand this can be seen as an advantage, because each 
organization can choose the number and type of indicators according to its specific 
character and needs. Qualitative measurement allows to fill in the gap existing in the 
traditional system of reporting, where is no room for the components of intellectual 
capital. 
To sum up, an ideal system of intellectual capital evaluation has yet not been 
elaborated, so an organization faces a challenge of adapting the existing tools to its 
specifics and abilities, also financial, because even though intangible assets are 
hardly expressed in money, the process of their assessment is connected with 
bearing real expenses.   
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3.8. Conclusions 
 
The knowledge-based economy brings for organizations new challenges 
concerning full and effective usage of their resources. Traditional assets (material 
and financial) are limited, but intangible assets have unlimited potential of creating 
value, so they become the main source of growth for enterprises. The effective 
management of intellectual capital, generated by interaction of various intangible 
assets, is nowadays the basic area of organizational management. However, this 
process is difficult because of the characteristic of this capital, and that is why it is a 
challenge for managers. But without identification, measurement and development 
of particular components of the capital based on knowledge, no organization will be 
able to respond to the new requirements of the information era.  
 
